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With the increasing economic inequality and intensifying differentiation between 
social strata in the transformational China, consumption, especially residential 
consumption, becomes an important approach to obtain self-identity. In this 
consumption campaign, the real estate advertisement acts as a crucial cultural force to 
impact people’s housing consuming concept. Thereby, this paper conducts semiotics 
analysis on real estate advertisements, with the purpose of understanding what the 
meanings of the ads are and how the consciousness of the ads is represented through 
symbols. 
In order to reveal the operational mechanism of the symbols in real estate 
advertisements, as well as to uncover the process of how ads make myth, this research 
selects  228 building names from soufang website （www.fang.com） and 318 pieces 
of real estate advertisements in Chinese Advertisement Yearbook of 
International Advertising Research Institute between 2005 and 2014 as research 
samples. Specifically, the paper analyzes the letter symbols （i.e. building names and 
copywriting）  and pictorial symbols （ i.e. characters, costumes, props, colors, 
perspectives and compositions） in semiotics analysis approach.  
The result indicates that real estate advertisements construct the superior 
residential prospect through kinds of symbols, and then make use of Chinese and 
Western culture to legalize the strata consciousness. As the outcome, the social strata 
differentiation is aggravated and the social strata consciousness is reinforced hence.     
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第二阶段从 1992 年至 1997 年，房产行业调整推进，广告行业开始萌发。这
一时期，房地产行业从非理性炒作进入调整推进期，一系列的政策和举措陆续出
台、实施促进房地产行业迅速发展。“住房成为新的消费热点和新的经济增长点，








第三阶段从 1998 年至 2007 年，房产行业发展迅速，广告行业也取得迅猛发
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终，本次研究共从网络中收集到 228 个楼盘详细信息，从 IAI 中国广告作品年鉴
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